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Blog Post 1:   
The Power of Stories - Why Your Voice Matters to Macmillan
When someone asks, “What does Macmillan actually do?” - they don't share facts. They share stories. Because real lived experiences resonate with people.
Marketing theory suggests that a story will galvanise action. That's why storytelling is part of every Macmillan campaign. Whether it's a nurse talking about how they supported a patient over their treatment, or a fundraiser talking about the day they shaved their head, these stories elicit emotional responses. They make people stop scrolling and start pondering.
But we don't just want to tell our stories. We want to listen to yours.
If you've ever been part of a Macmillan experience - through either getting in touch via the support line, engaging with online forums, or taking part in a local event for example-then your story might help someone feel less isolated from others. Or, if you are a volunteer, it could be that you have seen personally how Macmillan has impacted others’ lives. 
Here's how to get involved:
Write a short post about your experience with Macmillan.
Record a video, or even a voice note.
Tag Macmillan or include the hashtag #MyMacmillanStory.
Because stories are not just content. They are connections. They create connections. They say, Macmillan is a human, not a logo. That’s what drives awareness into action.
So, if you'd like to share your stories, leave a comment, or message us directly. We'd love to hear from you.
You can also submit your story here:
https://www.macmillan.org.uk/fundraise/fundraising-zone/after-your-event/share-your-story 
#MyMacmillanStory #MacmillanVoices #SupportThroughStories #HumanConnectionMatters
Blog 2:
Brave the Shave - One Bold Move, A Million Messages of Support
We all have someone who has been affected by cancer. It might be a parent, a friend, or a classmate. At times, you feel like you want to act - really act. This is where Brave the Shave fits in. Brave the Shave isn’t just about the hair; it’s about standing in solidarity with people who lose their hair during cancer treatment. It’s a statement: “You’re not alone.” It is also about raising funds for Macmillan Cancer Support; ultimately, every pound raised goes to providing Macmillan Cancer Support services. Since 2015, thousands of people have shaved their heads, raising more than £16.8 million. What has made it successful? It is an emotional experience, a visual experience, a personal experience. When someone shares a picture of themselves after they shave their hair off, accompanied by their rationale for why they did it - people in their audience engage.  It’s good marketing: real stories told at the right time, by the right channels, to the people you want engage, and are willing to listen. Most people choose to shave during the summer or September for Childhood Cancer Awareness Month. The timing of the story is significant to gain interest and effect. Macmillan publishes videos, testimonials, and manages campaigns focused social media to document these moments, and people realise it in their audience.
Ready to take part? Here is what you need to do:
Register: www.bravetheshave.macmillan.org.uk   
Share your story from when you decided, and before, during, and after your hair is shaved.
Get your friends and followers to sponsor you.
You don’t have to be brave; you only must care.
If you have braved the shave in the past, tag us. Tell us who you did it for. Even if you are thinking of braving the shave, know you are making a difference bigger than we all realise.
#BraveTheShave #DoItForThem #MacmillanHeroes #BoldForACause





Evaluation 
My blog posts support Macmillan Cancer Support's marketing strategy by establishing a personal and emotional connection with the people. Unlike figures and statistics, blog posts depict real individual narratives. It connects the charity with the people on a deeper level and distinguishes it by creating a more authentic relationship. Marketing is more than selling a product, but about building trust and inviting the people to act. Blog posts provide both storytelling and an emotional substance that accomplishes these tasks.
One marketing and communication model that is extremely important is the AIDA model (Attention, Interest, Desire and Action). The AIDA model describes how people move from first learning about something to doing something about it (for, example donating or being involved). In the first post, "The Power of Stories," we get the reader’s attention right away with a simple question, "What is it that Macmillan actually does?" Next, we build interest by explaining the importance of storytelling and how it is central to the work that Macmillan does. We then move into the Desire phase by explaining how storytelling makes people feel more connected and less alone. Last, we compel Action with a sitting invitation to share their story and use the hashtag, #MyMacmillanStory, to get involved in the conversation online. This blog closely follows the AIDA model and helps convert readers into supporters (Yadav et al., 2025). 
The second blog called "Brave the Shave" also adheres to the AIDA model well. The blog post grabs the reader’s attention with the emotional topic of cancer. The story has personal resonance because nearly everyone has been affected by the disease in some form or another. The blog generates interest by describing what Brave the Shave is and the reason behind the event. It stimulates desire by showcasing the emotion behind shaving your head to show solidarity with others. It also gives clear guidance on how to get involved by registering, sharing their stories, and getting sponsorship. This sequence of instructions encourages good participation (Tristanto et al., 2021).
Using real-life stories is not just a nice idea, there is marketing theory to support it. It has been demonstrated that storytelling leads to emotional engagement and leads to action (Kotler et al., 2024). In a world where people quickly scroll through their feeds, an emotional story will stop them and get them to think. This is called H2H, or human-to-human (Keller, 2021). It is about showing that Macmillan is not just an organisation, but a group of caring humans helping other humans. This makes the brand feel more real and trustworthy (Kotler, Pfoertsch & Sponholz, 2021).
My blog posts support Macmillan’s digital marketing strategy as well. Both blogs are designed with the idea to prompt being shared online, through social media influence. Both blogs encourage the readers to use hashtags and tag Macmillan, thus increasing the message and exposure online. Good digital content should do more than inform, it should inspire action and sharing. This thinking aligns with contemporary marketing and the approaches of content, interaction, and community (Minculete & Olar, 2018). It also increases awareness on the platforms where younger, more digital natives are spending their time (Kaur et al., 2022).
Timing is another critical consideration. In the Brave the Shave blog, I referenced how most people shave in the summer or during Childhood Cancer Awareness Month in September. This is an indication of some level of thoughtful timing, knowing when to showcase your message to have the most effect. Publishing these stories at the right time can promote interaction and help the campaign to feel even more relevant (Aaker & Moorman, 2023). 
The blogs also represent Macmillan's overarching branding approach. By fostering similar values around courage, empathy, and being in solidarity with communities, the posts form part of the agency's brand identity. Emotional branding is vital for not-for-profits as individuals generally will always support charities that resonate with them (Kotler & Pfoertsch, 2025). Emotional connections can be even greater motivators than logical engagements when it comes to engaging donor or volunteer support (Kotler & Lee, 2008). 
Both blog posts also contribute to the promotion mix, another marketing professional concept. The promotion mix encompasses the different strategies organisations use to promote their messaging to their audience, such as advertising, public relations, personal selling, and social media. Here, the blog represents elements of content marketing. Regardless the blog outcomes are not hard selling anything, however they glue components using emotionally based marketing to promote Macmillan's message social roots as a nonprofit agency. Long-term beliefs have generally shown to build trust and relationships with supporters (Bagus, 2023). 
Finally, a world of voices, opinions, feels personalised voice and emotion also adds something different when working with your target frame of reference. Authenticity is paramount in this new marketing world. People want to hear from people, not organisations. The blogs use real-life stories and contemporary language to connect on the human level. This reaction is reflected in what experts increasingly deem "humanism in marketing;" focusing on the people, relationships and empathy and not just performance (Kotler et al., 2024). 
In summary, my blogs support Macmillan marketing using storytelling, emotional connection, and developed sequences to social engagement. The process builds on well-known marketing theory frameworks (AIDA), human marketing and digital branding models. 
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